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ABSTRACT 

i,::^- = ^ vocational education has suffered enrollment-problems 
simply because there are fewer students tbdaythah a few yearsago. 
Other factors that have hurt vocational erirbllmehts include recent 
efforts to increase the number of academic credits required for. 
graduation^ and in the case of area vocational-technical schools, 
negative attitudes toward vocational education oh the part of sending 
school personnels As a_result, vocational educators must eitSer 
reassess their existing iqarketing and recruitment strategies or 
develop such programs. Educati^ marketing and recruitment 
campaigns must not , however ,^ be developed without a strong concern 
for ^ the ethicality of all strategies used. Perhaps the easiest way to 
define ethical recruitment-is-tobegin by examining what is 




successful recruiting is to strike a balance between vocational 
educatibh^s special service orientation and the need to address the 
problem of declining enrollments in an effect ive manner. Based bri 
recruitment strategies found in Pennsylvania and Florida vocational 
education prbgrams, the following principles of sound marketing are 
recommended? (1) research the market; (2) be visible; (3) be 
thorough; (4) be aggressive; (5J meet the competition head on; and 
(6) practice the fuhdamehtals of good marketing, (kc) 



* Reprbductibns supplied by EDRS are the best that can be made * 

* from the original document. * 

*********************************** ^^^^^^^^.^^^^^^ 



EKLC 



GO 
O 



EFFECTIVE AND ETHICAL RECRUITMENT OF 
VOCATIONAL EDUCATION STUDENTS 

OVERVIEW 

ERIC DIGEST NO. 61 



OHice a Educat«n«l-Rea«.,ch and Imorovomoni 
EDUCATIONALflE^UPCESINFORMATION 



This _dDcumehr_hijs-_t>oen reproduced as 
received from the person or organization 
P/'O'.nating it . 

D Mmor changea.have oeen made to improve 
reproduction quality 

• '^omts ofviewor opi/uonistatedmihts^^ 
mem do-not- necessarily represent official 
DERI position or policy 



ERie eLEARlNBHDUSE ON ADULT, CAREER, AND VOCATIONAL EDUCATION 



ERIC 



OVERVIEW 



oisesTNo.ii 



Clearinghouse eji Adults Bareef, 
and Voeationai Edticatibri 



EFFECTIVE AND ETHICAti^EeRUITMENT 
OF VOCATIONAL EDUCATION STUDENTS 

Like academic education, vocational edacatton has suffered 
enrollment prqblems_simpjy because there are 'ewer sluderits 
today Itian a few years ago. Other factors that have hurt vdca- 
i'PDilf D^P'l'^^ris inc^^ to Increase the number 

of academic credits required for gradaation and. in the case of 
area yocational-techni^ca| s^ toward 
vocational education on the part of sending school personnel. 
As^a result, yo^atibnal e^ must either reassess their 

existing marketing and recraitment strategies or develop such 
programs. 

The benefits of a welhconceiyed recruitment program — both 
inside and outside the education sectdr^have beer> welldbcu- 
mented. Educational marketing and recruitment campaigns 
most not. however, be developed without a strong concern for 
the ethicality of all strategies used. This Overview will describe 
the role of recruitment as a tool fbrmereasihg vbcatibnal educa- 
tional enrollments, will discuss the need for ethical recruitment 
practices, and wiM butlirie effective strategies fbr recruiting 
vocational students. 



Why Recruit? 

Besides the problems of declihihg ehrdllmehts and increasing 
9':-_^'*J'§9ujrefTients, a combjnatipn of other forces is placing 
additional strains on thD ' bllity df vdcatibhal edlicatfdh to 
??J*?ct^^tiJderits, A study of administralors and counselors from 
area vocational-technical schddls (AVTSMhrbUghbut Pennsyl- 
vania indicated that the fpllbwing are the major difficalties in 
recruiting stodents: sehdirig ischdbl "protectibrilsrrh'' due to de- 
pJinHigerirbiiment, sending sch^ counselors, negative reac- 
tions to and lack of knowledge about ybc^t[orial education by 
sending scHboi personnel, sending school personnel's practice 

"Js jrbm attendJrig AVTS, sending 
school budgets and AVTS per-pupil costs, the inability to reach 
all potential students, and parents* precbriceived ideas of voca- 
tional education (O'Neill 1985. pp. 38-40). Thus, even if vdca- 

"9^_clesjre ta undertake an aggressive, 
offensive marketing and recruitment campaign. cIrcUmstahces 

^^^'^ 19^^ ways of marketing their programs— if 
only to defend themselves against misinformatidh and attempts 

"^^^^ P®^®"^'^"y willing enrollees from entering a vocational 
prbgram. 

Vocational education's special concern for traihmg students to 
f^^^"^^^'^^^ em pi by men t also makes it particularly 

important to improve marketing and recruitment strategies - 
toward bvercom^ng the enrollment barriers unique to 
disadvantaged, unemployed, underempldj^d^ and but-o^^ 

and^^ (1985) have examined these barriers 

and identified recruitment practices that have been successful 
In dvercbmrhg them. 



What U Ethical Recruitment? 



Perhaps the easiest way to define ethical recrUitrnent^stb beglri 
by examimhg what is^ Fiske (1981) cites some college 

recruitment tactics that either approach or gaboybrid the 
bOQhds^f what may be considered ethical marketing practices: 
O xamples tllustrate the fdlldwing marketing and recruitment 



abuses: gimmickry, deception, payment jqr enrHOjIees. no-need 
schblarships. early deadlirres. and overadmission: 

Although the laiter four practices are not directly applicable to 
secondary vocational programs, they could pose etnical dilem- 
mas In the development of recruitment programs at cdmmunrty 
^°"^9®'^J'"_"^ ^i^_"s jbear brief explanation. Opponents 
of no-need scholarships point out that colleges car Use them to 
"5°^" '^^^^^"Js tHe practic a may make 

sense in the short run. its long-term effect is simply to raise 
^^^^^ ^'^''°^!9^1o^^_l^>6^^^^^ The problem with early 

deadlines is that they may force students to commit themselves 

.^^Qre ^Hey can fully evaluate all their 
options. "Payment for enrollees" rofors td paying staff brrepre^ 
^®"^M^es oh thebas[s of the stud* nts they recruit This does 
not mean, however, that schools should hdt actively encourage 
staff tOHdevelop marketing skills and to provi»ie training to 
foster such development: In fact, in an article on iivoidir^g and 
stjemmlng abuses in academic marketing, Utten (1981) advo- 
cates recognizing and rewarding marketing strati-gi est hat "pro- 
lecj 'bn^-term individual and social interests in the face of pres- 
sures to serve shdrt-terrn interests" (p. 113). 

^l^^^^^^r'^sses th^^^ of edL'Catlbn intro- 

duces many marketing peculiarities to which business and gdv- 
*®"l^I®s_¥e_rwt j^^^ the direct inyblve- 

ment of "aM components of the adminlstratldn/facuity/studerit 
mix which constitute the educatjbnv^l resources' of the school 
(p. 111). 

The idea that vocational edacation has special ethical respbnsi- 
^'Jl^l®sjb those It serves is riot new. I n 1909. Parsons, who is 
referred to as the "father of guidance." istreissed that rib brie 
shoiJW^^qqsea vbcatibri without careful self-analysis and thor- 
ough and honest goidarice with respect td available bccupa- 
t'dris arid the cbriditlons p becoming successful in them 
(O'Neill 1985): The key. then, is td strike a balance between 
yocattbrial education's special service orientation and the need 
to address the problem df declining erirbllriierits iri an effective, 
busiriesslike manner. 

Can Recruitment Be Both Effective and Ethlcai? 

5 concludes that the recruitment and selection of students 
for AVTS must be developed In full cdrisideratibri of "declming 
eriroHriieht^^ fncreasing student costs, student readiness for 
careerjjecision making, attitudes toward vocational edu 
and the lack of criteriafor predicting student success in voca- 
tional programs" (1985. p. 6^)^This comb[riaticm of a concern 
^P^' spuhd niarketing techniques and student welfare is reflected 
In O'Neiirs recdmTfieridatidris to AVTS personnel. On the one 
hand, he encourages AVTS instructors and counselors to work 

^^^^^'^'P^ 1® "'^in 9 scjiqbf p^rbtectibhis m resu Iting 
from decJjnlng enrcliments. On the other hand, he expresses 
^"^^^^^^ PfP_^Jded with accurate occupational 

information and that those persons providing students with 

P^^' 9" 15*^ rmatlqn arid ca reer co u nsel i n g m a ke a n al 1 o w- 
ance for the fact thai junior high school students riiay riot be 
^^'"PM®'y reao/ to riiake occupational and curricular 
decisions. 
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What Ar« Ethical and Eff9ctlv9 Strategiei? 

the literature contains extensive evidence that marketing and 
recruitment strategies csh be both effective and ethical, the 
Pennsyivarria and Florida vocational programs examined by 
P'^^^lfLO^SS) and Wa[tz^ attack the problem 

of improving recruitment strategies from the perspective of 
i^.P''9^1r9 P'^^^ l!*®?'^®^®^^' the basis of the 

recruitment strategies found to be successful In these programs. 
P®!'^9."f J*?y®'9^^^^^^ (^^I^^^r'^D^d^^ consider the 

following principles of sound marketing while not forgetting 
vdcationcl education 's fundamental responsibility to its 
students: 

• Retearch th« Maritet— In both Peiinsylvania and Florida 
f[^9I^ ^^^^i^^^^t^^ needs and interests 
of the local student population; These were weighted agamst 
'3]^9^ '^^''^oj fosearch to ensure that the product being mar- 
keted (vocational courses) was indeed of value in the local 
ii5]t> market brwbukJ be (through job development activities) 
and that customers (students) would have an accurate idea 
of what they were buying. 

• ^•_y'**^'*~['l^^i^ sta^ vocational programs were given a 
high profile and the hands-on nature of vocational education 
^M?L9^'L9^^f ^ ^^F^yS^i visits to the vbcatipnaj schools, 
demonstrations at sending schools, and publicity materials. 
P_^!?^^9''f !o make presentations optimistic but at the 
same time objective: _ _ .. 

• Be thprbugh— Marketing efforts were not limited to potential 
^^'^^^"^^ '^^^^^^ ^fsjgned to reach parents, peers, 
sending school personnel (In the form o' workshops on voca- 
*^^"^I®^_"^?^9Z^Jl?"^1^ 99"i'"unity at large. This broad- 
spectrum approach is not only justified by research cbn- 
^^''"^'"9 ^*1® L'TPP^^n^^^ of Pa^'^nts and peers in students' 
enrollment decisions, but also has the long-term benefit bf 
onhancirig vocation al edijcation's Image overall. 

• ?• ^^^^^^^^ range of media 
vk«s used to present vocational education in its most positive 

^"^l^A^'^^ tb '^ivercome cus- 

b=>niers' (potential students') reluctance "to bu^ " {I.e.. barriers 
P''®*^"^'"?^P^^^^ cases, 
hbwever, attempts were made to obtain the mds'. accurate 
information, arid no false cfaims vyere made. 

y?n« bn^mproving working relationships between AVTS arid 
^®"^'"?^school persoririel throug^h Is a positive 

step^toward reducing negative attitudes toward vocatidrial 
education on the part df sending school staff. 
• Practice the Fundamentals of Good Mar^etlhg-^The efforts 

J "L^<5J?^ states to train vocational educators in the use df 
marketing and recruitment strategies arid iri:evaluatlng their 
®^^®^^'^®^9^^^ appropriateness are crucial to the abi! ' ^ 
convey the benefits of vdcatldrial educatibri tb a wider 
audierice arid thus boost enrollments. 

Waltz et_al. (1984) have published a recruitment package for 
postsecondary vocational edUcatibri that could also serve as a 
^°"rc5J5f[deas for secondary school staff responsible for 
developing marketing and recruitment materials and cam- 
paigns. The package includes activities and sampJe^materlals 
designed to train vdcat[driat educators to write promotional 
campaigfis or programs._brochures and fliers. radio_and_ televi- 
sion spots, and press releases: to design and implement 
recruitment activities; to develop and provide support^veserv: 
ices such as cdUrisellrig; and to evaluate recruitment strategies 
arid riiateriais. 
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